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As the rapidly increasing of national economy and individual wealth in recent 
years, the Chinese people are more and more concerned about the wealth management. 
The wealth management market in China continues to maintain a rapid growth. Trust 
companies who believe “Entrusted by the customers, do the best financing for them” 
has already been accepted by those rich people. At the same time, trust companies 
face strong competition from the Private bank, the third party organization which 
provides wealth management. More and more trust companies have changed their 
marketing idea from the role of product suppliers to wealth managers. They also 
accelerate the building of direct selling team. In this article the author try to make a 
deep research about the existing sales process, such as rate pricing process, the sales 
program process, sales allocation process, customer service center business processes 
and assessment mechanism, which constraints C Trust Company’s marketing 
capabilities. This paper combines the theories of Business Process Reengineering and 
client’s relationship, and the experience from successful first class Chinese Trust 
companies. By investigation and research, the paper tries to find out the way of 
making a renew project in the key part of sales process, which includes four stages as 
preparing, planning, operating and improving. The project to achieve the goal of 
integration of customers marketing and service includes the renewing of organization 
construction, the adjusting to client management model, the reengineering progress of 
“capital comes first, and the project for the second”, the standardizing of financial 
product sales and assignation, the renovating of rate pricing mechanism, and the 
building management system of client’s relationship. By the main evaluating 
indicators as the scale of direct sale, cycle of sale, appointment efficiency, quality of 
customer service, positive relationship between salaries and achievement, we can 
make a prediction to the effect of sales process reengineering. The author wishes this 
paper can make some contributions to the innovation of current financial marketing 
system of C Trust Company and other Trust companies. 
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                                                         单位：万元 
指标 2006 年 2007 年 2008 年 2009 年 2010 年 年均增长
注册资本 4545600 4842400 5418800 5874300 6906700 11.53% 
固有资产 6671280 9120120 8705555 10637401  19312123 30.78% 
净资产 4933729 6955084 7783025 9454440  14081975 28.92% 
信托资产 34425749 94949831 122842006 196973756 297957704 78.94% 
信托报酬率 1.11% 1.26% 1.06% 0.86% 0.65% -7.99% 
营业收入 652704 1720208 1662472 1964577  3955064 73.90% 
信托业务收入 245242 486755 926587 802648  1619257 68.71% 
利润总额 461482 1757851 1260198 1447744  2378521 95.38% 
人均利润 121.92 397.44 224.66 255.38  330.31 75.15% 








(Credit Suisse Research Institute)2010 年 10 月 8 日发布《全球财富报告》，
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